FAST 


PICK TWO: A SPECULATIVE JOURNEY 
OF THE PLURIVESE OF VISUAL IDENTITY 2022/2023 
— OR LANGUAGR ESTUDOS CONTEXTUAIS ESAD MATOSINHOS 


DO YOU HAVE WORDS TO LIVE BY? 


JIM JARMUSCH ONCE TOLD ME “FAST, CHEAP, AND GOOD... 
PICK TWO. IF IT'S FAST AND CHEAP IT WON'T BE GOOD. IF 
IT'S CHEAP AND GOOD IT WON'T BE FAST. IF IT'S FAST AND 
GOOD IT WON'T BE CHEAP.” FAST, CHEAP, AND GOOD... PICK 
TWO WORDS TO LIVE BY. 


Tom Waits 


PICK TWO - A SPECULATIVE 
JOURNEY OF THE PLURIVERSE OF 
VISUAL IDENTITY - OR LANGUAGE 


Este artefacto de especulacáo gráfica que tens em máos nasceu no 
MA em Design de Comunicacáo da ESAD. Surge na sequéncia de 
um desafio lancado á turma do primeiro ano na UC Estudos Con- 
textuais. A partir de um texto, “The Identity Facade” (Europa e Peter 
Nencini), partimos à procura de modelos de interpretação e reflexão 
no tema “identidade visual”. Apontámos como audiéncia para as 
nossas propostas a comunidade ESAD. O projecto “The Identity 
Facade”, entre outras coisas, explora a importáncia da investigacáo, 
da participacáo e da contextualizacáo durante o processo de criacáo 
de uma identidade — ou linguagem gráfica. Saindo do texto para a 
ele voltar, fomos ao encontro de uma fórmula. Enquanto potenciador 
de uma deambulação processual agradou-nos o conceito que ar- 
gumenta que dentro da fórmula “Fast, Cheap and Good” podemos 
escolher a combinacáo de apenas duas destas trés palavras. A ca- 
pacidade de escolher uma combinação em detrimento de outra apon- 
ta caminhos diferentes. O design é feito de opções e decisões que 
determinam formas e diálogos. Será possível, de futuro, encontrar 
outras combinações de palavras e, com estas, formular melhores 
questöesj/interpretagöes? 

Queremos, com este exercicio visual, explorar formas de 
acáo conjunta. Existe um projecto no qual toda a turma está en- 
volvida, existem tarefas individuais e um questionamento perma- 
nente. Esta publicacáo — que ambiciona ser zine — é a primeira 
manifestação do que são as nossas inquietações. Gostávamos de 
provocar reações, de partilhar, de questionar, de procurar diferentes 
pontos de vista sobre um mesmo objecto. Estamos a aprender. Fa- 
zendo. É um passo, um convite a que outras formas de expressão 
visual se juntem. É o início de um diálogo que se quer próximo 
e evolutivo. 


Introdução Escrita Por: 
André Cruz 


Designing, in the broadest definition of the term, has become 
indistinguishable from action in general, and professional de- 
signers are increasingly engaging in the public realm, exploring 
new models of action to transform our relationship with govern- 
ments, cities, organizations, technologies, and natural systems. 
Can designing (action) be understood not just as praxis but also 
as thought, as reflective practice? 


In Designing In Dark Times, 
An Arendtian Lexicon, Staszowski + Tassinari 


IDENTITY FASCISM 


The phrase “corporate identity’ was 'coined in the 1950's to describe 
how all of an organisation's visible manifestations are designed to 
create a coherent whole associated with a specific theme, attitude, 
or personality”.! ‘Identity’ in this context is metaphor that allows us to 
deal with companies as if they were people with individual character- 
istics, memory and a soul. When the language of these corporations 
is applied to a place an uneasy clash happens. The language of 
the world of profit and sales starts to define a place and a group of 
people. This raises questions of why a place needs to be sold — who 
is selling it, and who is it being sold to? A brand defines what some- 
thing is — selecting and distilling chosen characteristics into graphic 
form. As a result of this, a brand also defines what the same thing 
is not. So if a brand is colourful — then it excludes a preference for 
monochrome, if it is playful — then it excludes the serious, and so on. 
*...simplification denies the complexity of life's experience, for while 
simple statements, familiar and repeated imagery sell the product 
and the idea most efficiently, they also reinforce restricting separa- 
tions.? Contradictions are characteristics of a mixed society. Could a 
graphic identity be designed which is suitably diverse, and could it 
still be 'coherent or is incoherence precisely the point? 


A brand has been created for Loughborough by the business im- 
provement district. ‘Love Loughborough' is accompanied by a heart 
made up of smaller pictograms. The majority of these are applicable 
to most English towns and cities. However pictograms of the Carillon 
and the Sock Statue locate the brand in Loughborough. The brand 
echoes perhaps the most famous piece of place-based marketing 
— the ‘| heart NY’ design by Milton Glaser in 1977. What Glaser's 
identity does so successfully is to allow the individual space for par- 
ticipation. If you choose to wear a bag that says ‘I heart NY’, then 
you choose to take part in the brand. You become the ‘I’ and enter 
into a dialogue with the city. The unsolicited remixes of ‘| heart NY’ 
further cement the participatory nature of the brand - | 'pizza' this, 
| ‘orange’ that — the brand is easily manipulated to give alternative 
messages, yet each of these messages reinforce a celebration of the 
city. Love Loughborough' doesn't have this capacity for consumer 
participation. Instead, it acts as a command where you are ordered 
to ‘love’ the town. It is an attempt to dictate an opinion which is a 
problem because it's something you need to sign up to or be left out 
of. This is symptomatic of the culture of ready-made, one size fits all 
place branding — where any notion of self-identity is subsumed by 
the eagerness to match ‘competing’ places. As a result these homog- 
enous identities degrade the very qualities of the place they claim 
to embody. 


New York is perceived as a cultural capital of the world, so the idea 
that everyone goes to New York and feels compelled to declare their 
love for it holds a certain amount of plausibility. We feel that the same 
is not true for everywhere which reminds us of this bag designed 
by Martin Frostner and Jake Ford which declared ‘I Like My Town’. 
There is a humble beauty about this message which seems fitting. 
The words were inspired by this quote by Georges Perec from the 
Species of Spaces: 


1 like my town, but I can't say exactly what I like about 
it. I don't think it's the smell. I'm too accustomed to the 
monuments to want to look at them. I like certain lights, 
a few bridges, café terraces. I love passing through a 
place | haven't seen for a long time.3 


MA Cole 
@ColeVecc 


Sometimes | feel like | haven't 
found my purpose in life. Then | 


realize there are now 9 Fast and 
Furious movies. Nobody has a 
purpose. The world doesn't make 
sense. There is only chaos. 
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Hey how are you? 


Good, how are you doing? | 


Good thanks and you? 


Good thanks 


Good | 


Good and you? 
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Too much change is not a' good thing. 
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Ask the climate. ' 
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FAST 


1. Microsoft Explorer 
Source: Microsoft 
Corporation 


2. The Office — Michael Scott 
I’m very. I'm like Forrest Gump, 
Except I am not an Idiot. 
Source: The Office — S04. E01. 


3. Chattering Teeth 
Source: Amazon.com 


4. Cole, @ColeVecc 
Twitter Post 
Source: Twitter 


5. Chubby Bubbles Girl 
Source: Know Your Meme 


6. SHIEN Hand Bag 

Source: Hull live — People are 
only just realising now how to 
correctly pronounce SHIEN 


7. Ferrari V8 Engine 
Source: Great V8's: 
Ferrari F316 


CHEAP 


8. Source: Digital Synopsys 
— 32 epic memes for Graphic 
Designers 


9. Saran Yen Panya: Cheap Ass 
Elites Source: https://www. 
designboom.com/design/ 
saran-yen-panya-cheap- 
ass-elites/ 


10. Sheep 

Source: ABC News - Prickles 
the sheep fleeced of seven years 
of wool after making ewe-turn 
for home 


11. Funniest Low-Cost Costumes 
From the Cheap Cosplay Guy 
Source: Sad and Usless 


12. Broa Portuguésa 

Source: breadtopia.com — Broa de 
Milho (Portuguese Corn and Rye 
Bread) 


13. McDonald's Happy Meal Box 
Source — McDonald's is bringing 
back retro Happy Meal toys 

By Jordan Valinsky, 

CNN Business 


14. 99cent Lighter 
Source: Unknown 


& GOOD 


15. Mice Thumbs Up 
Souce: Pinterest 


16. Chat Talk 
Source: memes.com 


17. Pen Made by BIC. 
Source: TradelNN 


18. Apple Magic Mouse Chargin 
Source: Unknown 


19. The Office - Michael Scott: Too 
much change is not a good thing. 
Ask the climate. 

Source: The Office — S06. E15. 

20. Broken Rolex Watch 

Source: Unknown 


21. Nasa Astronaut 
Source: W.L. Gore Goes 
To Space Gore-Tex 


